












Companies carrying out their business activities are looking for the key to long 
term success under constantly changing circumstances and economic conditions. 
In order to achieve company goals and in order to satisfy the needs of customers, 
companies are striving for establishing tight and long term relationship with their 
business partners and further interested parties nowadays . Companies exploring 
the sources of sustainable competitive advantage recognize that the effectiveness of 
the traditional marketing approach is decreasing, so there is a need to develop and 
apply a new and a more efficient marketing concept under these changed circum-
stances. The results of the survey conducted among Hungarian companies show 
that relationships play a more and more important role in the Hungarian business 
environment. In accordance with the suggestions and results of the international 
literature retaining existing customers is the most important aim of the marketing 
activity among the participating companies, but unfortunately the answerers most 
frequently said that the organization’s marketing planning is still focused on issues 
relating to the product offered by the company. Our results show that Hungarian 
companies are facing changes in the focus of the marketing activities. According to 
the literature only a small portion of the companies are using CRM systems suc-
cessfully.  The  successful  implementation  of  a  CRM  system  requires  several 
changes in the organization. One of the most important tasks is to change the ori-
entation of the companies’ marketing activities. Instead of focusing on the product 
or a single transaction, companies should master the customer focused operation. 
The implementation of the technology can only be successful after these cultural 
changes are made. Changes in the practice of marketing are mainly based on the 
examination and adaptation the theoretical aspects of relationship marketing and 
relationship management. These provide an opportunity for the academic sphere 
and for practitioners to get to know and further develop new theoretical accom-
plishments and the latest best practice solutions. However, it still remains a ques-
tion, that the technology development is driving the changes in the business orien-
tation or inversely, the changes in business orientation are forcing the industry to 




During their activities, business play-
ers establish short or long-term, tight or 
loose  relationships,  co-operation  with 
each other and with their customers for 
the sake of achieving organizational ob-
jectives  and  to  provide  customer  satis-
faction.  Today,  enterprises  exploring  a 
sustainable edge in the field of competi-Gazdálkodás Vol. 51. Special edition No. 19 
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tion find it more and more important to 
have strong relationships with their key 
customers,  suppliers,  different  partners 
and other stakeholders as the establish-
ment  and  maintenance  of  long-term, 
strong  relationships  can  have  a  serious 
role  in  finding  a  favorable  position  in 
amongst  the  competition  (Hunt  – Mor-
gan, 1999; Gummesson, 2002). This ten-
dency is based on theories of relationship 
marketing  and  management,  which  are 
being examined in a widening circle. A 
frequently mentioned fact is that the ex-
tremely fast development of information 
and communication technology helps the 
spreading  and  increases  the  acceptance 
and popularity of relationship marketing 
and  management  (Hennig  Thurau  – 
Hansen,  2000;  Zablah  –  Bellenger  – 
Johnston, 2004). However, little research 
has been made in the field as to the ef-
fect  of  these  technologies  on  the  rela-
tionship concept. This paper is directed 




The supplier and the buyer organiza-
tions  using  relationship  marketing  have 
recognized that they can produce higher 
value  by  cooperation  than  by  separate 
transactions. The participants of services 
and  business  markets  (business-to-
business, B2B) have already realized the 
significance of cooperation, but they can 
not  always  carry  it  out  successfully 
(mostly  because  of  personal  characteris-
tics, or bureaucratic or legal regulation). 
In the last decades, the role of the rela-
tionship has become more significant in 
consumer  markets,  which  resulted  in 
speeding up the research and development 
of  modern management techniques.  Ac-
cordingly, by the process of value crea-
tion  more  participants  cooperate,  which 
can  also  mean  that  the  value  creation 
takes place in the network of the stake-
holder  relationships,  so  the  participants 
creating a network compete for the cus-
tomers’  favor.  So,  the  principles  of  the 
marketing activities rather mean establish-
ing  and  maintaining  a  relationship  with 
the customers and the stakeholders, than 
acting  upon single  transactions  (Stone – 
Woodcock  –  Wilson,  1996;  Grönroos, 
1999;  Gummesson,  2002;  Veres,  1998; 
Hetesi – Révész, 2004). In the last 3 dec-
ades, the relationship aspect of marketing 
has been one of the most popular topics of 
marketing  research.  Several  researchers 
speak about a paradigm shift, stating that 
the traditional marketing mix is not ap-
propriate to describe the marketing activi-
ties of the companies any more. Activities 
maintaining long-term relationships have 
become  the  focus  of  marketing  actions 
(Coviello – Brodi – Munro, 1997; Pels – 
Brodie –  Johnston, 2004). Berry  (2002) 
was the first to use the term „relationship 
marketing” to define this new marketing 
paradigm in 1983. Due to the popularity 
of relationship marketing, it has many dif-
ferent interpretations. It has even become 
a „buzzword” in the last decades, which 
makes it more difficult to use. As a result 
of this highly diversified interpretation – 
without the authors’ comments – it is al-
most impossible to identify which mean-
ing  of relationship marketing is used in 
the  given  study  (tactical,  strategic,  indi-
vidual, organizational, or it is discussed at 
networking  level).  Sometimes  the  rela-
tionship  marketing  term  is  used  as  a 
synonym for direct marketing or database 
marketing or just for customer clubs, or it 
is sometimes used as one of the marketing 
actions  during a  transaction. It  can also 
happen  that  relationship  marketing  is 
mentioned as a synonym for partner pro-
grams,  cooperation  or  networks  (Grön-
roos,  1999).  This  paper  describes  rela-
tionship marketing as a broad category. It 
means  all  the  marketing  solutions  and 
theories that can be found in the literature  
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dealing  with  the  development  of  long-
term relationship with the customer. Rela-
tionship  marketing  focuses  on  the  way 
that the already existing clientele should 
be retained, instead of focusing on gain-
ing new clients (which was a determining 
factor  earlier)  since  it  costs  five  or  six 
times more to gain a new client than to 
keep an existing one (Gruen, 1997). Nev-
ertheless, this does not mean that the en-
terprises  don’t  want  any  new  clients,  it 
just  means  there  is  a  need  to  rearrange 
their  resources.  Relationship  marketing 
and  the  customer  relationship  manage-
ment does not mean that we have to pay 
the same attention to each customer, but 
that we have to identify the activities aim-
ing  at  maintaining  the  relationship  and 
their intensity based on the individual cus-
tomer’s  lifetime  value.  Accordingly,  the 
basis of the relationships established with 
the  most  important  customers,  suppliers 
and the various partners becomes increas-
ingly the long term value of the given re-
lationship and the extent of the profit ex-
pected during the whole period of the cus-
tomer relationship. 
 
MANAGING CUSTOMER  
RELATIONSHIPS 
 
After realizing the significance of re-
lationships,  the  number  of  approaches 
emphasizing the importance of customer 
relationship management has been rising 
in  both  the  academic  and  the  business 
sectors. A great variety of definitions has 
been formed by numerous experts (Allen 
– Kania – Yaeckel, 2001; Parvatiyar – 
Sheth,  2001;  Ryals  –  Knox,  2001; 
Tinsley,  2002;  Zablah  –  Bellenger  – 
Johnston,  2004).  Many  of  them  think 
that  customer  relationship  management 
means  identifying,  acquiring  and  keep-
ing customers. Others say it is a method 
serving  the  automation  of  front  office 
functions of marketing, distribution and 
customer services. According to our ex-
periences, it is best to define this concept 
with the blend of these two definitions. 
CRM is a comprehensive strategy inte-
grating  human  resources,  information 
processes and the applied technology so 
that enterprises can maximize the value 
of  their  customer  relationships.  Thus, 
CRM  is  a  technology-based  business 
strategy that enables companies to estab-
lish  profitable  relationships  based  on 
their  knowledge  of  their  customers,  at 
the same time, providing them with op-
timal  value  (Allen  –  Kania  –  Yaeckel, 
2001). Those companies that have intro-
duced  customer  relationship  manage-
ment successfully pay more attention to 
gathering,  classifying,  managing  and 
then making use of information on cli-
ents in their (marketing, sales and cus-
tomer  care)  decision  making  processes. 
Administrative  functions  that  are  auto-
mated in this manner guarantee a reduc-
tion of costs and enhance the efficiency 
of  a  company’s  internal  processes  as 
well as the growth of the customer satis-
faction. Besides making the performance 
of management functions more efficient, 
customer  relationship  management  can 
also help to reinforce consumer satisfac-
tion, trust and loyalty based on detailed 
and integrated customer information and 
through customization or other services 
tailored to micro-segments. This can be a 
stimulus  for  long-term  growth  in  pro-
ceeds  of  sale.  CRM  tries  to  build  up 
steady and long-term relationships in or-
der to serve and keep customers, while 
collecting information and setting up one 
or  more  suitable  databases,  which  are 
then used to fulfill the needs and to de-
termine the value of customers (comply-
ing with ethical and legal regulations, of 
course). The majority of the companies 
taking the traditional approach of a cus-
tomer-oriented  way  of  thinking  do  not 
distinguish between customers: they treat 
every buyer identically. They do this in Gazdálkodás Vol. 51. Special edition No. 19 
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spite of the fact that a number of gener-
ally  known  and  recognized  researches 
and rules  of  thumb  (eg  the  80:20 rule) 
have  already  pointed  out  that  in  most 
sectors (but especially on B2B markets) 
only a smaller fraction of customers ac-
count for the largest share of revenues. 
Therefore,  it  is  very  important  for  a 
company  to  segment  its  customers  ac-
cording to their value and then deal with 
and serve them accordingly (key account 
management) (Peppers – Rogers, 2004). 
The information and communication tech-
nology  –  sometimes  following,  some-
times even overtaking the changes of the 
economic sphere – was and still is one of 
the  most  important  catalysts  of  the  de-
veloping and spreading of the most re-
cent  management  and  marketing  solu-
tions. The different fields of relationship 
marketing and relationship management 
have also the development of technology 
–  especially  in  the  fields  of  e-business 
and e-commerce – to thank their popu-
larity and spreading for (Hennig Thurau 
–  Hansen,  2001;  Zablah  – Bellenger  – 
Johnston,  2004;  Ehret,  2004).  Nowa-
days, the popularity of marketing as well 
as  management  applications  (databases 
and data warehouses, data mining, busi-
ness  intelligence  solutions  and  one-to-
one  marketing)  based  on  IT  solutions 
helping companies to boost the value of 
their customers and the amount of profits 
that they generate has been growing con-
tinuously.  Most  developers  even  go  as 
far  as  claiming that  without  such  solu-
tions,  sales,  marketing  and  even  cus-
tomer services are useless. 
 
RELATIONSHIP ORIENTATION AS  
A BASIC CONDITION OF THE  
SUCCESSFUL CRM ADOPTION 
 
The key success factor of the market-
ing conception and of the CRM technol-
ogy, among others, is the development of 
the  companies’ relationship  culture.  Ac-
cording to the different findings of the lit-
erature CRM programs fail to reach their 
aims in 35-75%  of  the  cases (Zablah – 
Bellenger – Johnston, 2003). This can be 
because  the  new  technology  is  not  ac-
cepted by the users, or another reason can 
be  that  the  organizational  culture  and 
structure is not appropriate (for example 
the  lack  of  customer  orientation,  or  the 
lack  of  the  harmony  of  the  companies’ 
functional areas). To use the CRM tech-
nology successfully the employees of the 
company  –  especially  those  working  at 
the  customer  care,  but  also  all  the  em-
ployees of the company – should consider 
the relationship with the customers as a 
value, and their goal should not only be 
the  single  transaction  but  the  long-term 
relationship (O’Malley – Mitussis, 2002). 
Therefore, the use of the CRM technology 
requires organizational changes as well. It 
is not enough to speak about technologi-
cal  transformation,  but  we  also  have  to 
consider the changes necessary at the or-
ganizational and the individual levels and 
changes in the corporate identity. Under 
such circumstances, besides accepting the 
new values, the employees have to find 
their  places  and  their  role  in  the  new 
working  system.  While  introducing  the 
relationship marketing conception and the 
CRM, one of the companies’ most impor-
tant tasks is to handle and supervise the 
structural changes. Since, if they are not 
adequate, they can not only be extremely 
expensive, but can also damage the exter-
nal and internal judgment of the organiza-
tion. The necessary level of changes de-
pends  on  how  fare  the  company  is  by 
mastering  the  customer  orientation.  The 
importance of change management is out-
standing  if  a  transaction  oriented  com-
pany wants to introduce CRM technology 
because  the  successful  usage  of  the  in-
stalled solutions needs customer orienta-
tion. By these companies the reorganiza-
tion of the principles and processes is un- 
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avoidable (Ryals – Knox, 2001). Relation-
ship  oriented  companies  need  less  reor-
ganization but they also need changes of 
great  importance.  The  most  important 
task of these companies is to integrate the 
CRM technology into the existing work-
ing processes. The tasks of the customer 
relationship  management  have  to  match 
the everyday activities. The technological 
infrastructure has to be linked to the new 
elements  and  the  customer  and  supplier 
interactions  should  be  managed  through 




The objective of the research. In our 
research we are mapping the prevalence 
of  the  relationship  orientation  and  cus-
tomer  relationship  management  in  par-
ticular.  Customer  relationship  manage-
ment – according to the literature – plays 
a great role in achieving long-term objec-
tives. Therefore, it is important to exam-
ine  the  spreading  of  this  phenomenon 
among  Hungarian  companies.  Our  re-
search was not limited to examining the 
formal CRM system. We were trying to 
investigate the effect of the different ap-
pearances of the relationship management 
concept. In spite of the fact that in this ar-
ticle most of our findings are concerned 
with the effect of relationship orientation, 
and with some not so formalized types or 
methods  of  customer  relationship  man-
agement, we believe that our results can 
help to understand the influence of CRM 
on buyer-supplier relationship. In the re-
search  a  self-administered  structured 
questionnaire  first  developed  by  Brodie 
et. al. (1997) was modified and used to 
investigate the marketing and purchasing 
orientation  of  Hungarian  companies 
(sample of 201). The data collection was 
carried out form October 2005 to Febru-
ary 2006, and the data analysis is still on-
going,  so  we  are  summarizing  our  first 
findings in this paper. 
First findings. The general data of the 
responding  companies  show  that  less 
than quarter of the companies were es-
tablished within the last 5 years, and half 
of the respondents were employed by a 
company  which  is  more  than  10  years 
old.  80%  percent  of  the  companies  in-
volved are small- and medium sized en-
terprises and only the rest of the answers 




The aim of the organization's marketing activities (scale: 1 to 5) 
 
Marketing activities are intended to  Mean  Std. Deviation 
attract new customers  3.98  1.199 
retain existing customers  4.36  0.890 
develop cooperative relationships with customers  3.51  1.255 
coordinate activities between customers and other parties in 
the wider marketing system  2.93  1.389 
 
Examining the aims of the marketing 
practices  of  the  companies  our  results 
show  that  attracting  new  customers  is 
still  a  great  objective  of  the  Hungarian 
companies, more than two-thirds of the 
respondents answered this way. Another, 
seemingly  contradictory  objective  is  to 
retain existing customers. 85% of the re-
spondents  say  that  marketing  activities 
are  oriented  to  keep  the  clientele.  This 
result  supports  that  many  Hungarian 
companies feel the necessity of customer 
orientation to keep the competitive posi-
tion of the organization. 
 
 Table 2 
 
The focus of the marketing planning (scale: 1 to 5) 
 
The marketing planning is focused to issues related to  Mean  Std. Deviation 
the product/service offered  4.37  0.955 
customers in the market  3.98  1.129 
specific customers in the market  3.55  1.287 
the network of relationships in the wider marketing system  2.88  1.332 
 
 
Since many answerers (85%) said to 
have the product or service of the com-
pany in the focus of the marketing plan-
ning activities we can state that despite 
the importance of the customer relation-
ships described in the literature we found 
that  most  of  the  companies  have  not 
been  adopting  the  customer  focus.  Al-
though the answer ‘specific customers in 
the  market’  has  reached  only  the  3
rd 
highest mean, this is a promising result 
of our research. Nearly 60% of the an-
swerers said that the organization’s mar-
keting planning is always  or frequently 
focused to issues related to specific cus-
tomers  in  the  market.  This  result  sug-
gests that these companies not only seg-
menting the market but they are dealing 
with small, specific groups of customers 




The organization's contact with its customers (scale: 1 to 5) 
 
The organization's contact with its customers  Mean  Std. Deviation 
impersonal  2.04  1.386 
somewhat personalized  2.84  1.294 
interactive via technology  2.95  1.312 
interpersonal  3.70  1.276 
interorganizational within a network  2.98  1.270 
 
 
The answers to the question about the 
organization’s contact with its customers 
support the results of Table 2. The new 
personalization  and  customization  meth-
ods and the ICT technologies are rarely 
used  by  the  Hungarian  companies.  De-
spite the suggestions of the literature, one 
third  of  the  organizations  are  still  using 
the interpersonal communication and per-
sonal meetings as the one and only tool 
which is the most  expensive  method  of 
contacting the customers. Table 4 shows 
that interpersonal meetings at both formal 
and informal levels are the most common 
among  Hungarian  companies.  These 
meetings can be useful if the parties are 
new partners or they are facing hard deci-
sions. But to be used frequently, interper-
sonal meetings are not the most effective 
methods of handling a relationship. 
If we look at the tables above we can 
see that the results of the standard devia-
tion are high which mean that these mar-
keting practices are used differently. Our 
research shows that transaction and rela-
tionship  oriented  companies  are  both 
common  in  Hungary,  so  the  paradigm 
shift  described  in  the  literature has not 
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